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对于品牌资产的界定,最为业内人士所熟悉并在大量研究中被广泛采用的是 David A. Aaker









在已有的媒体品牌资产测量研究中, 主要参考的是建立在 Aaker 概念基础上的, 经 Yoo 和
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意识、品牌联想和品牌偏好,具体测量项目为:  我对这个频道播放什么内容十分清楚!,  我对这个
频道有积极的感情!,  这个频道的节目比其他频道好!,  如果其他条件一致,我偏向于选择这个频
道!。[ 4]同样, Oyedeji( 2007)也在 MBE基础上,提出电视新闻频道品牌资产的四维度量表, 具体测量
项目为:  这个频道是我对新闻的第一选择!,  如果这个频道存在, 我不会选择其他频道去收看新
闻!,  我对这个频道忠诚!,  这个频道提供高质量的新闻!,  我对这个频道有意识!,  我能从其他新
闻频道中识别出这个频道!,  这个频道的一些特征很容易出现在我的脑海里!,  我能很容易地回想
起这个频道的标识或口号!,  我知道这个频道的一些新闻主播!。[ 5]
二、媒体品牌资产对受众忠诚的保持
对于品牌资产是如何创造价值的, Keller 和 Lehmann ( 2003) 提出 品牌价值链! ( Brand Value
Chain) 模型加以概括表达。[ 6]该模型以一个全面的、整合的途径表达品牌价值的产生过程。根据这
个模型,首先,品牌价值的产生开始于公司的营销活动(营销投资组合) ;然后影响顾客的思维(顾客



















数几个电视频道。尼尔森的研究表明, 美国平均每户收看的电视频道只有 12个左右,并且在这 12
个左右的偏爱品牌中,一部分品牌吸引的受众也会比其他品牌更多。























对于媒体对受众态度与行为的影响,研究者将其归纳为 媒体影响力!。[ 15]喻国明( 2003)认为,
 传媒的影响力,就是传媒作为资讯传播渠道而对其受众的社会认知、社会判断、社会决策及相关的
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The Function of Media Brand Equity
HUANG Hes hui , LAN Yan ling
( Journalism and Communication School of Xiamen University, Xiamen 361005, Fujian)
Abstract:Media economy is different with the general consuming economy. The two important characteristics of media are the
media# s influence on audience# s attitude and behavior and the media# s double product market. With the systematical review of
relative theories and studies, this thesis explains the functions of media brand equity comprehensively, including media brand
equity# s effect on audience# s loyalty and the media influence and advertiser# s media purchase. Exploring and confirming the
relationship among the media brand equity , brand influence and advertiser# s media purchase is helpful to find the real source of
media influence and its ad income, and to offer a rational answer to how to build media branding strategy in taking both audience
and advertisers into consideration.
Key Words: media, brand equity , advertiser, audience# s loyalty
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A Study of Active Risk Compensation for Investment in Styles of Funds in China
ZHENG Ming, LI Si zhe
( Department of Finance, Xiamen University, Xiamen 361005, Fujian)
Abstract: An important issue in the theoretical exploration of investment concerns the question of how investors weigh risks
against earnings to reach correct decisions of investment in the face of different styles of funds investing in stock markets. This
study takes the actively managed funds in China from 2002 to 2008 as our sample, and classifies and estimates the investment
styles, active risks and investment performances using Sharpe Model and Fama French 3 Factor Model. Our findings indicate that
( 1) if the style of funds favors small capitalization and growth stocks, managers of the funds concerned will face greater active
risks, but such funds tend to have lower rates of compensation for active risks whereas funds that favor large or medium
capitalization or growth stocks tend to earn higher compensations for active risks; and ( 2) currently in China# s stock markets funds
that go strictly by style investment can earn more compensations for active risks. It is concluded that style investment can bring
extra earnings to investors.
Key words: fund, style of investment, active risk, investment performance
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